Internet, ref lecting a very biased picture of sociolinguistic reality.
Over the past decades, researchers from many areas are tempting to exhibit systematic description of linguistic profiles of present-day cities. It should be mentioned that the so-called "Linguistic landscape" has developed as a zone of cooperation among a wider spectrum of specialists. Sociolinguists, involved into studies of interdependence of all kinds of social and linguistic phenomena paid attention to the fact that public spaces are marked by linguistically formulated symbols, which relate to many social, economic, political and cultural grounds (BenRafael et al., 2006; Shoamy & Gorter, 2008) . The choice of language on a public sign appears to carry a high emotional value.
The term "linguistic landscape" was firstly used in a paper of R. Laundry and R. Bourhis A number of sociologist of language such as Y. Masai (1972) who had looked at the growing presence of English in Japan; J. Fishman et al. (1977) Thus, since those pioneering investigations we could define a new approach to a study of the sociolinguistic ecology of modern cities being gradually adapted for tourists from different corners of the globe, and showing a greater tolerance for foreign languages.
Theoretical Framework
Global theme "Language and Society" in the modern social and economic context appears to gradually encounter new interpretations.
Controversial language policy, language planning, political and sociolinguistic discourses on the local, national or supra-national levels of varied countries and institutionalized units come along with interdisciplinary and international integration under globalization.
Empirical experience of many multinational states evidences ineffective manipulation with language situations of different kinds. Therefore, language planning often tends to fail. Decisionmaking in linguistic domain can be successful if it matches spontaneous expectations of the majority of language users. In other words, group interests, connected with power and hierarchical subordination, distribution, resource and benefit allocation, prestige and influence, domination of one group over another in the employment sphere or in the sphere of access to education, culture, and information motivate decision-making processes.
Considering a language and social structures as dynamic phenomena, and recognizing a language being able to accommodate to changing political, economic and social conditions, introduced into ordinary usage a discussion on English and lesser-used modern foreign languages and its functions in every-day life of the residents of the Russian Federation.
Strictly speaking, society and rational features of practical actions in the domain of language planning were converted into a theory. Language users' preferences and concerns define a perception category and social connections not from the point of view of the reality, but from the perspective of their individual choice. In such circumstances, language policy stands for a propaganda of a particular language / languages, which are to serve socio-economic sphere.
Statement of the Problem
Treating public space as a domain for language management has added to the complexity of the sociolinguistic theory. Being (Spolsky, 1991) .
Summarizing their views, we can say that the first condition is "to write a sign in a language you know"… The second rule can be explained as the "presumed reader's condition": the sign is written in a language which can be read by the people you expect to read it (for instance, foreigners can read the signs in their language)". The third rule habitually represents the "symbolic value condition", i.e. a sign is written in the language with which you wish to be identified" (Spolsky, 2009: 69) .
We can use this technique for studies of owners' approaches to brand their public places, shops of all kinds and kiosks in the city of Krasnoyarsk. As far as the study of linguistic landscapes focuses on analyzing public signage according to the language utilized, its relative saliency, syntactic or semantic aspects, the language facts which landmark the public space are predominantly social facts that, as such, relate to more general social phenomena" (Ben-Rafael, Subsequently, the owners' and managers' choice in using different language signs evidence not their commitment to bilingualism or reflect their local literacy environment, but show the prestigious role of a particular language that might be assessed as a language on top / or associated as a dominating language in the consumerist sphere.
Methods
In the classroom within the Business English course, we informed twenty undergraduate students to depict an evaluation of the elicited material and immaterial objects marked with linguistic tokens.
Having got a set of the detailed instructions, the students started collecting data.
Along with evaluation research, the study developed a sampling of the linguistic landscape discursive power and its symbolic role. We also proposed a theoretical assumption for thinking about political, economic / commercial interests that manage the development of urban localities, bearing in mind the commodification of the city space.
Through semi-structured interviews, the qualitative data from the students / experts were researched and assessed later.
Discussion
As we have already defined, our narrow focus of research dealt with commercially centered public spaces overloaded with linguistic tokens.
Thus, we were addressing our particular interest of research to the most popular downtown, business areas, and spots of entertainment in the city of Konrad Lorenz firstly applied a term, widely known as an "imprint", for depicting a combination of the experience and its accompanying emotion.
"Once an imprint occurs, it strongly conditions our thought processes and shapes our future actions. Each imprint helps make us more of who we are". (Rapaille, 2007: 6) . Therefore, the combination of the most memorable personal imprints defines us.
To sum up, we are referring to I. Pillar who had written once: "The audience can recognize that the message is in English and this activates values such as international orientation, future orientation, success, sophistication or fun" (Pillar, 2003: 174) .
Studying the communicative function of advertisement, F. Grin (1994) , a Swiss scholar and a provider of the economy of language, proposed a model to predict advertising choices in a bilingual and multilingual society. As B. We have taken into consideration one more factor. Krasnoyarsk is mostly a monolingual city.
At first glance, the city is officially monolingual, (Leeman and Modan, 2010: 193) .
It means that for the city of Krasnoyarsk and its residents the signage in English can cast its value and purpose as solely aesthetic, not being used for communicating any semantic content.
What we attempted to do in this study was to envisage a particular example of multilingualism in the city of Krasnoyarsk via instances of written language displayed on commercial shop fronts.
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